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Simon, Julian L. New Evidence for No Effect of Scale in Advertising. No. 1, pp. 38-41 


Simon cites new evidence that there are no economics of scale in advertising. 
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Winters, Lewis C. See Wolf, Newman, and Winters. 
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Operant Measures of Interest as Related to Ad Lib Relationship. No. 2, pp. 40-45 


Wolf, et al., find operant measures of interest in magazine articles correlate with independent readership measures. 


Young, Lawrence F. Media Buying Controlled by Sales Territories. No. 4, pp. 11-14 


Young develops a computer method for media buying on a geographic basis. 
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